Abstract This research examines the influence of CEOs' regulatory foci on their firms' strategic marketing behavior. The authors propose that CEOs' degree of promotion focus relative to prevention focus positively impacts their firms' likelihood of investing in intangible market assets (i.e., R&D, Advertising, and CSR). However, the authors also propose a dark side of CEOs' promotion focus: a higher likelihood of firms getting involved in corporate social irresponsibility (CSiR). The impact of CEOs' regulatory foci on firms' strategic marketing behavior is proposed to be weaker for firms where the power of the marketing department is high. Findings based on observing a sample of 395 publicly listed US firms between 2006 and 2010 provide considerable support for the authors' hypotheses. These results highlight the link between executives' regulatory foci and strategic marketing behavior and underscore the positive and negative consequences associated with these foci.
